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Chapter 1 
 
 
 
INTRODUCTION 
 
 
 
In current economic times, it is very important for businesses to understand the wants and 
needs of their clients. It is equally important to be able to advertise the traits that are most 
interesting and attractive to new clients. In doing so, businesses must also maintain the 
satisfaction of their current clients. It is crucial for businesses to be able to define the 
characteristics or traits that draw a client to a business. They must be able to determine these 
qualities before they can be marketed. It is very common to identify the qualities important to 
consumers by conducting consumer surveys. Once the qualities that matter most to the consumer 
are identified, veterinary clinics must figure out how to market these qualities. It is vital for 
veterinarians and veterinary clinics to be able to accomplish marketing techniques that satisfy 
both new and continuing clients. By discovering the demographics of pet owners and knowing 
the types of pets they own, veterinary clinics can modify their marketing techniques to advertise 
to emerging markets and find specialty items that may be of interest to large markets. Specialty 
items may include dog tag machines, microchips (for pet identification), flea preventatives, dog 
foods, and much more. This information can help bring in large revenue amounts for clinics. It is 
important for businesses to have a unique aspect to them. By selling or offering a specialty item 
or product that cannot be found easily at other similar businesses in the area is likely to increase 
revenue. Specialty items will stand at in the minds of consumers and draw in more clientele. 
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 The majority of pet owners feel that their pets are important members of their family. 
According to the American Veterinary Medical Association, in 2006, there were an estimated 
two million pet dogs and eighty two million pet cats in the United States. This is a huge amount 
of revenue that veterinary clinics have the potential to tap into. In 2004, CNN reports that nearly 
thirty four billion dollars were spent on pet services alone.  This is a very large market that needs 
to be handled properly. There are reportedly more than 90,000 veterinarians in the United States. 
With the right insight into the market, a veterinary clinic can please many clients and increase 
revenue and profit substantially. 
Problem Statement 
What marketing techniques can be implemented to attract the Northern San Luis Obispo 
county pet owners to Main Street Small Animal Hospital in Templeton, CA? 
 
Hypothesis 
 
 
Defining the animal owner’s profile will be necessary in creating a profitable marketing 
plan for Main Street Small Animal Veterinary Hospital; a proficient marketing plan will increase 
the revenue of this particular veterinary hospital.  
 
Objectives 
 
 
1. To determine and assess the client profile and client perception for veterinary hospitals. 
2. To analyze consumer surveys and develop information on current and prospective clients 
of Main Street Small Animal Hospital. 
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3. To develop a marketing plan based on client profile for the promotion of Main Street 
Small Animal Hospital in Templeton, CA. 
 
Justification 
 
 
The results of this survey will increase business and revenue for Main Street Small Animal 
Hospital. Currently, Main Street has about seven thousand active clients and approximately 
additional three thousand “in-active” clients. In-active clients are those who generally come in 
for initial visits but do not come in for regular visits. By creating a marketing plan for this clinic, 
the number of active clients should increase. This will also increase the revenue and livelihood of 
Main Street’s twelve employees. With this increase in revenue, the owner of Main Street will 
have the option to expand the current location or start a new veterinary clinic venture. A 
marketing plan that will raise the revenue will give the option to the owner of Main Street to 
corner the veterinary market in Northern San Luis Obispo County. Pet owners having the option 
to go to a veterinary clinic that is focused on their wants and needs, one clinic dominating the 
central coasts’ market would be beneficial to the pet owners of Northern San Luis Obispo 
County. 
 
 
  
 
 
 
 
 
Chapter 2 
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REVIEW OF THE LITERATURE 
 
 
  
Marketing is an important tool in a successful business; it is used on a daily basis in any 
situation in everyday life. No matter where one looks, one is being affected by marketing. 
Surveys are often conducted to determine the targets’ tastes and preferences among other 
information such as their demographic information. Determining the wants and needs of 
consumers allows a business to market their products specifically to the consumers. The surveys 
are helpful for business to achieve this task. 
 In 1995 Collins conducted a senior project to market the Cal Poly Christmas Tree Farm. 
Collins manipulated a consumer survey to identify the target consumer, and the best form of 
advertisements to reach this market. San Luis Obispo residents were asked to participate in the 
study. The survey determined the identity of the target market; such as demographics, income, 
employment, etc. The survey identified other key information such as different radio stations that 
the target market listed to, and other avenues through which marketing of the Farm could be 
conducted. This is just one of the many instances in which a consumer survey can be 
manipulated.  
Another way information can be influenced from a consumer survey is when determining 
consumer opinion to different brands and characteristics of the brands (Janssens 1992). One 
example of this could be consumer opinion about locally produced products versus nationally 
produced products. The results of this can determine package labeling strategies. Depending on 
the target market, labeling products as locally grown or not locally grown can be extremely 
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beneficial for business. Also, labeling packages with particular product characteristics that are 
identified by the consumer can be beneficial. Slight differences in labeling can result in large 
increases in profits. 
Consumer surveys can also be used to determine the potential effectiveness of possible 
business ventures. Segerberg (2003) explored this possibility while conducting their senior 
project. The effectiveness of partnering local wineries with Cal Poly chocolate products was 
explored. The survey in this project was used to determine how consumers would react to this 
new business venture. The surveys determine whether or not consumers would take advantage of 
the paring of business. The results from this survey found positive correlations between Cal Poly 
chocolates and wineries. Therefore, local wineries offering Cal Poly chocolate in their tasting 
rooms would be profitable for both business and thus confirming the possibilities of a new 
business venture. 
 In order for a consumer research survey to provide useful information, it is vital that the 
survey be well written. The questions in the survey must be able to be approached and analyzed 
mathematically. In order for it to be approached mathematically, the results from the questions 
must be able to be broken down into nominal, ordinal, interval or ratio data.  Poorly written 
questions may also lead to misinformation from the consumer and therefore contaminate results. 
If a subject does not correctly understand what it is that they are being asked, the researcher will 
not have accurate results. Ron (1977) conducted a study to find out how researchers, those 
conducted consumer surveys, felt about the effectiveness of consumer surveys. It was found that 
most researchers felt that inadequately written surveys are not true indicators of client response. 
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However, when a survey is written correctly, the information that is gained is extremely useful to 
businesses.  
 The information that is collected from survey research is crucial in determining a 
profitable marketing plan. The surveys provide insight into the target markets demographic 
information, their tastes and preferences, and more. Marketing strategies must be unique to a 
company and specific to the companies target market. A successful strategy for one company 
may not be successful for another company. Different companies have different target markets 
that must be marketed to differently. The effect of different marketing styles against different 
business styles has been investigated (Slater and Olson 2001). The results show that they are 
highly related; the more similar a marketing style is to the business style, the more successful the 
marketing plans. This is not surprising; it is very common for a company’s consumer to be a 
consumer of a company because they like the business style. Therefore it is important for 
businesses to create a marketing strategy similar to their business; style since the two are related 
in the eyes of the consumer. 
 Some people feel that marketing is a scheme, and in some cases they are correct. But how 
do clients perceive marketing by veterinarians? Are veterinary clients for or against veterinary 
marketing? Stevens (1995) administered a telephone survey to find the answer to this question. 
He found that most veterinarian clients are in favor of marketing. Clients find that veterinary 
marketing gives them more information about different services available. Coupons and specials 
often times open consumer eyes to services and products available that they had previously been 
unaware of. This is a great benefit for businesses. Not only are they offering coupons and 
specials that bring in an increased amount of consumers coming in for business, it is also a 
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marketing technique. They are informing the consumers of products that the consumers are likely 
to inform their friends and family members of.  
 Veterinary studies involving clients have been conducted in the past. Coe (2008) and his 
associates conducted a research project to determine the similarities in client and veterinary 
expectations and how they related to consumer satisfaction. They found that the more similar 
client expectations were to the veterinarians’ perception of client expectations, the more effective 
the client and pet owner relationship. Clients are more often satisfied with their pets’ 
veterinarians when they feel that the veterinarian is on the same level as themselves. It can be 
very frustrating for clients to have veterinarians who do not explain a diagnosis in common terms 
or explain it thoroughly to make sure that the client understands. When a client and the 
veterinarian are on the same page, the client is more likely to be happy with the services and 
return in the future. The Dr. / Client relationship is highly important.  
Returning clients are important in maintaining profits. Perfecting the Dr. / Client 
relationship is important to maintain returning clients. The veterinary industry is enormous in the 
United States. In fact, about thirty four billion dollars was spent by pet owners on their pets in 
2004 alone (Hoevel 2009). This number continues to increase every year. Veterinarians can 
utilize their marketing plans to contribute to the amount that pet owners spend on their animals.  
The “U.S. Pet Ownership and Demographics Sourcebook” (2009) gives an insight into 
just how many pets are in the United States. It was estimated that in 2006, there were two million 
pet dogs, eighty two million pet cats in the United States and there are only 90,000 veterinarians 
in the United States. There is a large amount of potential patients for each veterinarian. With the 
right insight into the market, a veterinary clinic can satisfy many clients and increase revenue 
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and profits substantially. In 2007, the average veterinary practice had a revenue of $693,846 
(Shepard 2009).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chapter  3 
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METHODOLOGY 
 
Procedures for Data Collection 
 
 
 
There are thirty veterinary clinics and hospitals in San Luis Obispo County, but only clients 
of four veterinary clinics and hospitals will be studied. The focus of the study is in Northern San 
Luis Obispo County, where Main Street is located. The majority of Main Street’s clients are 
from this region. The vet clinics where surveys will be administered are considered to be the 
competitors of Main Street. The veterinary clinics that will be included in the study are: 
• Main Street Small Animal Hospital in Templeton, CA 
• Paso Robles Veterinary Medical in Paso Robles, CA 
• Paso Pet Care in Paso Robles, CA 
• North County Animal Hospital in Paso Robles, CA 
• Atascadero Pet Center and Emergency Clinic in Atascadero, CA 
Each clinic will receive forty surveys to be administered to their clients. Should a vet clinic 
be unable to administer all forty surveys, the remainder will be administered at an unbiased 
location in Northern San Luis Obispo County. The unbiased location will be at a place other than 
a veterinary clinic. This is to ensure that prospective veterinary clients are surveyed as well as 
current veterinary clients. A total one hundred surveys will be administered. The surveys will be 
administered between December 1, 2009 and February 20, 2010. 
The survey (see appendix A) will include a variety of questions in an attempt to gain insight 
into pet owners’ demographic background, the overall happiness with their current veterinarian 
9 
  
services, and the wants and needs that are desired by pet owners. This will help in determining 
what techniques and incentives may be desirable if implemented. 
 
Procedure for Data Analysis 
 
 
 
After collection of the one hundred completed surveys, the results of the surveys will be 
entered into an analytical computer program SPSS; Statistical Package for the Social Sciences. 
The questions will then be broken down into the types of data that the questions will produce. 
The questions will be broken down into nominal, ordinal, ratio, and interval. Once the data has 
been entered, analysis can begin.  
Nominal data is when a number holds a place for a name. Examples of this can be cities, or 
marital status. Nominal data can be analyzed with frequencies and crosstabs Frequencies show 
how many times an answer was answered the same. Crosstabs allow two variables to be 
compared against each other. For example, one could compare purchasing habits and age to see 
if there is any correlation. 
 Ordinal data is when a number holds the place of a rank or order. Age and income are often 
broken into brackets or groups; these are examples of ordinal data. Similar to nominal data, 
ordinal data can also be analyzed using crosstabs and frequencies. The next type of data is ratio 
data. A dollar amount is an example of ratio data. T-tests, means and one-way ANOVA’s can be 
used to analyze ratio data. These functions make it convenient to compare more than one ratio 
variable against different potential markets.  The last type of data is interval data. Rating scales, 
such as how likely a consumer is to do something or how desirable a quality is to a consumer are 
the most common forms of interval data. Interval data, like ratio data, can be analyzed by means, 
t-tests and one-way ANOVA’s. 
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The information that is significant will be put into figures and tables for a more concise 
understanding and display. The statistics will help in determining the clients’ tastes and 
preferences. Once the client information that is found is analyzed, the significant information 
will help in determining a successful, profitable, and desirable marketing plan for Main Street 
Small Animal Hospital. 
 
Assumptions  
 
 
 This study assumes that all pet owners are loving caretakers of their animals. All 
information provided by Main Street Small Animal Clinic is perceived to be true and 
unprivileged information. The information and statistics used and found in this survey are for 
Main Street Small Animal Hospital in Templeton, CA. The information cannot be shared with 
other veterinary clinics in San Luis Obispo County. 
 
Limitations 
 
 
The results found in this survey are representational of Northern San Luis Obispo 
County. The results may have significance for other parts of the United States but cannot be 
generalized for any other area in the state, country or world. 
 
 
 
Chapter 4 
 
 
DEVELOPMENT OF THE STUDY 
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 Five vet clinics in Northern San Luis Obispo County were included in the study. Each of 
the five clinics were asked to administer 40 surveys. Due to circumstances of clientele, none of 
the five clinics were able to complete all surveys. Main Street Small Animal Hospital 
administered 33 surveys, Paso Pet Care administered 12, North County Animal Hospital 
administered 3, Atascadero Pet Center and Emergency Hospital administered 9, and Paso Robles 
Veterinary Medical Clinic administered 13 surveys. An additional 37 surveys were administered 
on Paso Robles at an unbiased location. A total of 107 surveys were administered. 
 It is important to first understand the demographics of those surveyed. The majorities of 
those surveyed are over the age of 35 (Table 1) and have visited their veterinarian less than 6 
times in the past two years (Table 2). The typical pet owner owns less than 3 pets (Table 3) and 
most often own a dog, a cat, or both. In an average visit to the vet, the majority of the pet owners 
spent over one hundred dollars (Table 4). The most common way of finding a vet, based on the 
results of this survey, is from a friend or family member (Table 6). 
 The pet owners were then split into two different groups. Those who are of college age, 
under 24, and those who are non college age. The non college ages are the target marketing 
group. This was done because the spending and behavioral patterns of these two groups are often 
very different. There were 13 survey respondents who are in the category of college age, 94 are 
non college age. 
 About seventy eight percent of the non college ages have had some college or further 
education (Table 9). The target group in this study on average has an income higher than $55,000 
(Table 10). This suggests that the target pet owner has the ability and may be willing to spend 
more money on their animals when visiting the vet. Nearly three quarters of the target group 
found their vet based on family or friend recommendation, this is compared to over sixty percent 
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of the non target group finding their vet through the phone book or over the internet (Table 12). 
This indicates that the client perception of the vet is extremely important to the target pet owner. 
 The current incentive most commonly offered by vet clinics is child entertainment. But 
when survey subjects were asked which incentive would be most important if offered, the target 
group responded with pet food discounts and referral discounts (Table 15). Looking into the 
possibility of offering these incentives could be monetarily beneficial as well as unique. No vet 
clinic in Northern San Luis Obispo is offering either of these options. 
 When asked what pet owners would like to change most about their vet clinic, both 
groups wanted to change the availability of pet supplies and offering pet boarding (Table 16). Pet 
supplies are more commonly offered at businesses specializing in pet supplies, such as Petco. 
Offering a larger variety of pet supplies would be more convenient for the pet owner and there is 
a market for pet supplies. Also, coupling a vet clinic with a boarding facility has great potential. 
Over seventy percent of all respondents would like this to be offered.  
 Many of the pet owners are full time employees. It is often hard for them to make it to 
appointments during the week. Well over fifty percent of the target group responded likely to 
very likely to taking advantage of Saturday appointments and or extended weekday hour of 
operation (Tables 19 and 20). The possibilities for making a large profit for being open on a 
Saturday should be pursued by Main Street Small Animal. 
 The most important qualities to the target pet owner are the Dr. Client relationship and 
the quality if the appointment (Table 22). It is very important for the vet to make sure that the 
client is comfortable and understands the appointment. Very often pet owners leave their vet 
appointments confused by medical jargon, it is important to make sure that this doesn’t happen. 
Pet owners want to feel satisfied when leaving their appointment. 
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 Overall, the target market is at least middle age, well educated, and has a high income.  
  
  
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chapter 5 
  
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 
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Summary 
 
One hundred and seven pet owners were surveyed in Northern San Luis Obispo County  
in order to identify the target market of pet owners. Once the target market was identified, the 
behavior, want and needs of this market where identified.  
The target market was older in age, well educated and had higher incomes. This market is  
very interested in the potential offering of extended hours and vet clinics being open on 
Saturdays. The quality and client/ Dr. relationship is very important to this group. The 
demographics and client profile are imperative in creating a marketing plan. 
Marketing to this client should be done through means of phone book ads and radio  
advertisements. Besides family and friend referrals to veterinarian clinics, the phone book was 
the most common way for perspective clients to find veterinary clinics. Nearly all current 
veterinary clients listen to the radio. Developing a radio advertisement with American General 
Media would be beneficial for Main Street. El Dorado Broadcasters has a variety of different 
options available for radio advertisement. The most common is a 30 second commercial 
recurring daily for 6 weeks, run on 6 of American General Media radio stations. Each advertising 
length and duration is specified for each client, therefore prices vary. 
 
Conclusions 
 
Now knowing who the target market is, a marketing plan can be developed. First, Main  
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Street should discuss with the staff the possibility of opening the vet clinic for Saturday 
appointments. Because there is a demand for the vet clinic to be open on Saturdays, this 
possibility should be seriously considered. The following recommendations will be based on the 
clinic determining to open the vet clinic for Saturday appointments.  
Because nearly all current pet owners listen to the radio, radio advertisements 
should be developed with American General Media. Each advertisement plan is created 
specifically for each client and therefore the price varies. In the radio advertisements, Main 
Street should focus on the availability of Saturday appointments.  
Main Street, being a clinic with a new owner, should consider having an open house for  
clients. This would allow current patients to get to know the vet on a more personal level 
possibly improving the client/ Dr. relationship and furthering the word of mouth marketing 
potential. Offering current clients a onetime discount for referring a new client could also 
improve word of mouth marketing. 
 
Recommendations 
 
Using the results found in this plan and the marketing ideas presented in the conclusions  
section of this study will improve the revenue and clientele number of Main Street Small Animal 
Hospital. 
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Appendix A 
 
 
 
 
 
 
 
 
 
 
Veterinary Survey 
User ID     _________ 
Consumer _________ 
 
 
 
 
 
 
Hello, I am an agribusiness major at Cal Poly. I am administering this survey as research for my senior project. 
I would greatly appreciate a few minutes of your time to help me complete my research. 
***Please Note: The surveys and results are intended to be anonymous. If you do not feel comfortable 
answering any of the questions, feel free to skip them. Upon completion, please fold the survey and seal it in 
the envelope provided to assure anonymity. The sealed envelope can be returned to the receptionist.  
  
 
  
1. Which of the following describes your age? 
a. under 21……………………1 
b. 21-23……………………….2 
c. 24-26……………………….3 
d. 27-29……………………….4 
e. 30-34……………………….5 
f. 35-39……………………….6 
g. 40-41……………………….7 
h. 42-49……………………….8 
i. 50-54……………………….9 
j. 55-60………………………10 
k. 61+ years………………….11 
 
2a.  Are you a: 
local resident…………………1 
college student……………….2 
visitor to the area…………….3 
      2b.   If a visitor to the area, where are you from?  City _____________ State______. 
 
 3. How many times have you been to the veterinarian in the past 2 years?____________. 
 
4. How many animals do you own? _______________. 
 
5. What species of animals do you own? ___________. 
 
6. How much do you typically spend on one trip to the vet? ___________________. 
 
7. Who is your current vet? 
 ____________________ 
  
7b. How did you hear about your current vet? 
a. Internet 
b. Phone book 
c. Friend or family 
d. Television ad  
Please rate the following question based on this scale: 
 1    Highly unimportant 
 2    Somewhat unimportant 
 3    Neutral 
 4    Somewhat important 
 5    Highly important 
 
8. How important is it that your vet clinic offers drinks and snacks? 
19 
  
 1 2 3 4 5 
 
9. Which of the following incentives are currently offered by your vet? 
 (circle all that apply) 
9b. Which one incentive is the most important? (circle only one) 
                             
                                                                                       9A.         9B. 
 Discount on pet food ………………………….1 ……….1 
 Discount when you refer a new client...……….2………..2 
 Discount on pet supplies…….…………………3………..3 
 Entertainment for children……………………..4………..4 
 Other…………………………………………...5……….5 
9c. Why? ______________________________________________________________ 
 
10. What would you like to change about your current vet clinic? 
 Hours of operation………..……………………1 
 Technology available ……………….………...2 
 Staff friendliness…………………...………….3 
 Availability of animal supplies………...………4 
 Pet boarding options...…………………………5 
 Other ………………………………………….6 
10b. If you chose other, what? ________________________ 
10c. Why? _______________________________________ 
 
11. Why do you most often take your animal to the vet? 
 Annual check-up………………………………1 
 Routine vaccines………….…………………...2 
 Emergency…………………………………….3 
 
12. Which vet clinics have you previously been a client of?  
 a. Paso Robles Veterinary Medical Clinic……………...1 
 b. North County Animal Hospital………………………2 
 c. Main Street Small Animal Hospital……………….…3 
 d. Atascadero Pet Hospital and Emergency Center…….4 
 e. Animal Care Clinic……………………………….…..5 
 f. other…………………………………………….…….6 
12b. If you chose other, where? ________________________ 
 
12c. If you circled any of the above options, what were your reasons for finding a new     
        vet? ________________________________________________________ 
  
  Please rate the following question based on this scale: 
 1    Very likely 
 2    Likely 
 3    Neutral 
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 4    Not likely 
 5    Highly unlikely 
 
13. How likely would you be to take advantage of the following options if they were  
      offered to you? 
 Extended hours (open after 5pm)…..………1…2…3…4…5 
 Appointments available on Saturdays….…..1…2…3…4…5 
 Home visits…...…………………………….1…2…3…4…5 
  
14. What are the most important qualities of a veterinary clinic? 
 a. Location……………………………..1 
 b. Dr. /Client relationship………......….2 
 c. Hospitality of employees……………3 
 d. Minimal wait time………………......4 
 e. Quality of appointment...……………5 
 f. Low cost……………………………..6 
 
15. Please rate the following question based on this scale: 
 1    Very satisfied 
 2    Somewhat satisfied 
 3    Neutral 
 4    Not very satisfied 
 5    Unsatisfied 
 
Are you satisfied with the current care your pet receives………1…2…3…4…5 
Are you satisfied with how the staff treats your pet……………1…2…3…4…5 
Are you satisfied with the current rates of your vet……………1…2…3…4…5 
Are you satisfied with the appointment scheduling wait time….1…2…3…4…5 
 
16. Which, if any, of the following radio stations do you listen to regularly? 
 a. Cat Country 96.1……………..……….1 
 b. KJUG 98.1……………………………2 
 c. KZOZ 93.3……………………………3 
 d. New Rock 107.3….…………………..4 
 e. Coast 101.3………...…………………5 
 f. KPRL 1230 am…….…………………6 
 
 
 
17. Are you? 
 a. male…………………….1 
 b. female…………………..2 
 
18. Are you? 
 a. married…………………1  
21 
  
 b. living with a partner……2 
 c. single……………………3 
 d. widowed……………….4 
 
19. Please state your highest level of education you have completed? 
 a. Grade school or less………….1 
 b. Some high school…………….2 
 c. High school graduate…………3 
 d. Some college…………………4 
 e. College graduate……………..5 
 f. Post graduate work…………...6 
 
20. Are you: 
 a. Employed full time…………..1 
 b. Employed part time…………..2 
 c. Not employed………………...3 
 
21. Into which of the following ranges does your total household income fall before  
      taxes? 
 a. Under $20,000…………………………1 
 b. $20,000-29,000………………………...2 
 c. $30,000-39,000…………………………3 
 d. $40,000-54,999…………………………4 
 e. $55,000-69,999…………………………5 
 f. $70,000-99,999…………………………6 
 g. $100,000 or more………………………7 
 
 
Thank you for your time! 
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Appendix B 
 
 
 
 
 
 
PRIMARY DATA 
Table 1. Pet Owner’s Demographics: Age 
Age Number of Pet 
Owners 
Percent of Pet Owners 
Under 21 8 7.5% 
21-23 5 4.7% 
24-26 9 8.4% 
27-29 11 10.3% 
30-34 7 6.5% 
35-39 10 9.3% 
40-41 5 4.7% 
42-49 17 15.9% 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table 2. Number of Times been to Veterinarian in Past Two Years. 
Number of Times to the 
Veterinarian past 2 years 
Number of Pet Owners Percent of Pet Owners 
1 9 8.4% 
2 12 11.2% 
3 16 15% 
4 8 7.5% 
5 10 9.3% 
6 14 13.1% 
7 2 1.9% 
8 8 7.5% 
9 1 .9% 
10 11 10.3% 
12 2 1.9% 
15 4 3.7% 
18 1 .9% 
20 2 1.9% 
24 2 1.9% 
25 1 .9% 
38 1 .9% 
40 1 .9% 
50 1 .9% 
250 1 .9% 
 
 
 
 
 
Table 3. Number of Animals Owned 
50-54 8 7.5% 
55-60 10 9.3% 
61+ 17 15.9% 
24 
  
Number of Pets Number of Pet Owners Percent of Pet Owners 
1 25 23.4% 
2 24 22.4% 
3 17 15.9% 
4 7 6.5% 
5 8 7.5% 
6 5 4.7% 
7 7 6.5% 
8 5 4.7% 
9 2 1.9% 
10 4 3.7% 
12 2 1.9% 
60 1 .9% 
 
Table 4. Amount Spent on Average per Visit 
Amount Spent ($) Number of Pet Owners Percent of Pet Owners 
20 1 .9% 
30 2 1.9% 
34 1 .9% 
40 1 .9% 
50 6 5.6% 
60 3 2.8% 
65 1 .9% 
70 2 1.9% 
75 6 5.6% 
80 7 6.5% 
90 1 .9% 
100 35 32.7% 
120 5 4.7% 
125 3 2.8% 
130 1 .9% 
150 15 14% 
175 4 3.7% 
180 1 .9% 
200 6 5.6% 
250 3 2.8% 
290 1 .9% 
300 1 .9% 
500 1 .9% 
 
  
 
 
 
Table 5.  Current Veterinary Clinic 
Vet Clinic Number of Pet Owners Percent of Pet Owners 
Main Street Small Animal 
Hospital 
47 43.9% 
Paso Pet Care 19 17.8% 
Paso Robles Veterinary 
Medical Clinic 
14 13.1% 
Atascadero Pet Center and 
Emergency Hospital 
13 12.1% 
North County Animal 
Hospital 
7 6.5% 
Dr. Holstein 3 2.8% 
El Camino 3 2.8% 
Atascadero Pet Center when 
in area 
1 .9% 
 
Table 6. How learned of Current Vet 
How learned of Current Vet Number of Pet Owners Percent of Pet Owners 
Friend or Family 75 70.1% 
Phone Book 24 22.4% 
Internet 7 6.5% 
Television Ad 0 0% 
 
SUBGROUP ANALYSIS 
 
Table 7. College vs Non College Age 
Age Percent of Pet Owners 
College Age 12.2% 
Non College Age 87.8% 
 
Table 8. College vs Non College Age and Marital Status 
Marital Status College Age 
(n=13) 
Non College 
Age 
(n=94) 
P-Value 
Married 7.7% 62.8% .000** 
Living with 
Partner 
30.8% 8.5% .017* 
Single 61.5% 13.8% .000** 
Widowed 0% 11.7% .193 
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*Significant at .1 level **Significant at .05 level 
 
 
 
 
 
 
Table 9. College vs. Non College age and Educational Level 
Education Level College Age  
(n=13) 
Non College Age 
(n=94) 
P-Value 
Grade School 0% 0%  
Some High School 0% 1.06% .709 
High School 
Graduate 
31.08% 20.21% .233 
Some College 53.84% 35.12% .191 
College Graduate 15.38% 30.85% .249 
Post Graduate Work 0% 12.76% .172 
 
Table 10. College vs Non College Income Level 
Income Level College Age 
(n=13) 
Non College Age 
(n=93) 
P-Value 
Under $20,000 38.5% 5.3% .000** 
$20,000-$29,999 15.4% 7.4% .334 
$30,000-$39,999 15.4% 12.8% .793 
$40,000-$54,999 7.7% 14.9% .483 
$55,000-$69,999 7.7% 11.7% .668 
$70,000-$99,999 7.7% 20.2% .278 
$100,000 or more 0% 22.% .057* 
*Significant at .1 level **Significant at .05 level 
 
Table 11. College vs Non College Locality 
 College Age 
(n=13) 
Non College Age 
(n=94) 
P-Value 
Local Resident 100% 97.9% .001** 
College Resident 69.2% 2.1% .000** 
Visitor 0% 2.1% .595 
*Significant at .1 level **Significant at .05 level 
 
Table 12. College vs Non College How Learned of Current Vet 
 College Age 
(n=13) 
Non College Age 
(n=94) 
P-Value 
Friend or Family 38.5% 74.5% .008** 
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Phone Book 30.8% 21.3% .442 
Internet 30.8% 3.2% .000** 
Television Ad 0% 0%  
*Significant at .1 level **Significant at .05 level 
 
 
 
 
 
 
Table 13. College vs Non College Importance of Drinks and Snacks 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Highly Important 46.2% 27.7% .050** 
Somewhat Important 0% 4.3% .050** 
Neutral 38.5% 12.8% .050** 
Somewhat 
Unimportant 
7.7% 6.4% .050** 
Highly Unimportant 7.7% 47.9% .050** 
*Significant at .1 level **Significant at .05 level 
 
Table 14. College vs Non College Current Incentives  
Incentive College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Child Entertainment 53.8% 34% .164 
Other 0% 9.6% .244 
Pet Supplies 
Discount 
7.7% 5.3% .727 
Food Discount 0% 6.4% .348 
Referral Discount 0% 3.2% .514 
 
Table 15. College vs Non College The Most Important Incentive 
Incentive College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Food Discount 53.8% 37.2% .250 
Child Entertainment 15.4% 2.1% .018** 
Referral Discount 15.4% 21.3% .622 
Pet Supplies 
Discount 
7.7% 7.4% .975 
Other 7.7% 7.4% .975 
*Significant at .1 level **Significant at .05 level 
 
Table 16. College vs Non College What Changes Wanted to be made to Current Vet Clinic 
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 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Hours of Operation 23.1% 13.8% .381 
Technology 
Available 
15.4% 11.7% .703 
Staff Friendliness 15.4% 8.5% .425 
Availability of Pet 
Supplies 
30.8% 19.1% .331 
Boarding Options 46.2% 30.9% .270 
Other 0% 9.6% .244 
 
 
 
Table 17. College vs Non College Reasons go to Vet Most Often 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Annual Check-Up 38.5% 46.8% .571 
Routine Vaccines 61.5% 54.3% .621 
Emergency 23.1% 27.7% .728 
 
Table 18. College vs Non College Vet Clinics Previously a Client Of 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Paso Robles 
Veterinary Medical 
Clinic 
23.1% 24.5% .913 
North County 
Animal Hospital 
7.7% 13.8% .539 
Main Street Small 
Animal Hospital 
7.7% 23.4% .394 
Atascadero Pet 
Center 
38.5% 26.6% .638 
Animal Care Clinic 0% 4.3% .448 
Other 0% 19.1% .084* 
*Significant at .1 level **Significant at .05 level 
 
Table 19. College vs Non College Likelihood of taking Advantage of Extended Hours (Open 
After 5pm) 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Very Likely 30.8% 43.6% .783 
Likely 7.7% 12.8% .783 
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Neutral 23.1% 12.8% .783 
Unlikely 15.4% 7.4% .783 
Very Unlikely 15.4% 17% .783 
 
Table 20. College vs Non College Likelihood of taking Advantage of Saturday Appointments 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Very Likely 30.8% 44.7% .010** 
Likely 7.7% 12.8% .010** 
Neutral 38.5% 6.4% .010** 
Unlikely 15.4% 7.4% .010** 
Very Unlikely 7.7% 21.3% .010** 
*Significant at .1 level **Significant at .05 level 
 
 
 
 
Table 21. College vs Non College Likelihood of taking Advantage of Home Visits 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Very Likely 15.4% 26.6% .392 
Likely 7.7% 12.8% .392 
Neutral 23.1% 6.4% .392 
Unlikely 7.7% 14.9% .392 
Very Unlikely 38.5% 34% .392 
 
Table 22. College vs Non College Most Important Qualities of a Vet 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Location 23.1% 27.7% .728 
Dr./Client 
Relationship 
61.5% 71.3% .472 
Hospitality of 
Employees 
38.5% 36.2% .872 
Minimal Wait Time 23.1% 25.5% .849 
Quality of 
Appointment 
46.2% 47.9% .907 
Low Cost 38.5% 35.1% .813 
 
Table 23. College vs Non College Satisfaction with Current Care 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
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Very Satisfied 53.8% 85.1% .008** 
Somewhat Satisfied 15.4% 9.6% .008** 
Nuetral 15.4% 1.1% .008** 
Not Very Satisfied 7.7% 1.1% .008** 
Unsatisfied 7.7% 1.1% .008** 
*Significant at .1 level **Significant at .05 level 
 
Table 24. College vs Non College Satisfaction with Staff Treatment of Pets 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Very Satisfied 61.5% 83% .001** 
Somewhat Satisfied 0% 9.6% .001** 
Nuetral 15.4% 3.2% .001** 
Not Very Satisfied 15.4% 0% .001** 
Unsatisfied 7.7% 2.1% .001** 
*Significant at .1 level **Significant at .05 level 
 
 
 
 
Table 25. College vs Non College Satisfaction with Rates 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Very Satisfied 53.8% 47.9% .120 
Somewhat Satisfied 7.7% 21.3% .120 
Nuetral 15.4% 16% .120 
Not Very Satisfied 0% 8.5% .120 
Unsatisfied 23.1% 4.3% .120 
 
Table 26. College vs Non College Satisfaction with Appointment Wait Time 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Very Satisfied 61.5% 58.5% .059* 
Somewhat Satisfied 15.4% 17% .059* 
Nuetral 0% 14.9% .059* 
Not Very Satisfied 7.7% 6.4% .059* 
Unsatisfied 15.4% 1.1% .059* 
 
Table 27. College vs Non College Radio Stations Listened to Regularly 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Cat Country 30.8% 27.7% .815 
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KJUG 7.7% 26.6% .136 
KZOZ 23.1% 11.7% .254 
NEW ROCK 30.8% 19.1% .331 
COAST 30.8% 26.6% .751 
KPRL 15.4% 18.1% .811 
 
Table 28. College vs Non College Male or Female 
 College Age  
(n=13) 
College Age 
(n=94) 
P-Value 
Male 23.1% 26.6% .787 
Female 76.9% 70.2% .617 
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